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ABSTRAK 
xii 
 
 
 
Penelitian ini bertujuan untuk menganalisis pengaruh kualitas e-
service, dan perceived value terhadap customer satisfaction online shop di 
Surabaya. Penelitian ini juga bertujuan untuk menganalisis pengaruh 
customer satisfaction terhadap repurchase intention, serta menganalisis 
pengaruh customer satisfaction yang memediasi hubungan antara kualitas e-
service, dan perceived value terhadap repurchase intention online shop di 
Surabaya.  
Teknik pengambilan sampel yang digunakan dalam penelitian ini 
adalah purposive sampling. Penentuan responden dalam penelitian ini 
adalah pelanggan online shop secara umum dengan karakteristik berusia 18-
47 tahun keatas yang berdomisili di Surabaya. Teknik  analisis  data  yang  
digunakan dalam penelitian ini adalah structural equation model (SEM).  
Hasil penelitian ini menunjukkan bahwa terdapat pengaruh antara 
kualitas e-service, dan perceived value terhadap customer satisfaction. Hasil 
penelitian ini juga menunjukkan bahwa terdapat pengaruh customer 
satisfaction terhadap repurchase intention serta menunjukkan bahwa 
terdapat pengaruh customer satisfaction sebagai variabel mediasi antara 
kualitas e-service dan perceived value terhadap repurchase intention.  
  
Kata Kunci :  Kualitas E-service, Perceived Value, Customer Satisfaction, 
Repurchase Intention 
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ABSTRACT 
 
 
This research aim to analyze the influence of e-service quality, 
perceived value and customer satisfaction to the online shop in Surabaya. 
This study also aims to analyze the effect of customer satisfaction on 
repurchase intention, and to analyze the influence of customer satisfaction 
mediates the relationship between e-service quality, and perceived value of 
the repurchase intention online shop in Surabaya. 
The sampling technique used in this research is purposive 
sampling. Determination of the respondents in this study were generally 
shop online customers with the characteristics of aged 18-47 years of age 
who live in Surabaya. The data analysis technique used in this study is a 
structural equation model (SEM). 
The results of this study indicate that there are significant between 
e-service quality, and perceived value to customer satisfaction. The results 
of this study also indicate that there is an influence on customer satisfaction, 
repurchase intention, and suggests that there are significant customer 
satisfaction as a mediating variable between e-service quality and perceived 
value of the repurchase intention. 
  
Keywords: E-Service Quality, Perceived Value, Customer Satisfaction, 
Repurchase Intention 
 
 
 
  
